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ABSTRACT
Identifying Training Needs of Tradeshow Exhibitors
by
YongHee Kim

Dr. Gail Sammons, Examination Committee Chair
Associate Professor o f Hotel Management
University of Nevada, Las Vegas

The purpose o f this study was to identify training needs of tradeshow exhibitors
by examining exhibitors’ perceived importance and knowledge level of training issues
using training needs analysis. This study also examined differences in training needs by
exhibitors’ past exhibiting experience and cultural background. A survey was conducted
with 369 randomly sampled exhibitors attending a tradeshow in Las Vegas. Exhibitors
considered meet and greet skills, following-up on customer leads, and creating attractive
booth designs/displays the most important factors for better performance at tradeshows.
Less experienced exhibitors were less knowledgeable of almost all training topics.
Exhibitors who had non-American cultural backgrounds suggested they had greater
training needs in booth design and product display, meeting and greeting customers, and
following-up on customer leads. Tradeshow managers can gain insight into appropriate
content of exhibitor training programs from the present study. Ultimately, the results of
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this study will help tradeshow managers conduct more effective training sessions for
exhibitors.
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CHAPTER I

INTRODUCTION
A tradeshow is a place where buyers and sellers from an industry get together for
business purposes. Buyers can actually see and pre-order new products at shows, while
manufacturers use tradeshows to pre-test the market with prototypes. Corporations are
now considering the industry’s annual or semiannual exhibition a more efficient
marketing and communication tool than any other media such as phone calls, fax, and/or
mail (Miller, 2004).
To take full advantage of exhibitions, however, exhibitors are required to
understand the unique situations at tradeshows. In most selling situations, the seller and
the prospect set an appointment and meet one-on-one. Both parties are prepared for the
meeting. The seller usually has sufficient time to gather background information on the
buyer as well as to present products or services to the prospects in field sales. However,
tradeshow selling is different. Normal retail sales habits do not work on the show floor.
Rick Dodson, Vice-President of the National Association of Broadcasters explained, “A
salesperson in an exhibition has less than a minute to qualify someone on the show floor.
So although a sales staff may be phenomenally successful elsewhere, that doesn’t
necessarily mean they will be in the booth” (Kem, 1990, p.41).
Consequently, experts (Friedmann, 1996; Kem 1990; Miller, 1997, 1999)
emphasized the necessity of training programs that educated exhibitors in unique skills
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required at tradeshows. Training programs assist exhibitors in obtaining better results at a
tradeshow. A study from the Center for Exhibition Industry Research (Center for
Exhibition Industry Research [CEIR], 2004) supported this premise by discovering that
training increased the number of leads gathered.
Show management also gets benefits from training programs for exhibitors.
Exhibitor training programs contributed in retaining exhibitors because successful
exhibitors were more likely to buy booths for the next year (Skolnik, 1995). Show
managers could increase their booth revenue and build better relationships with
exhibitors through training programs.
Both parties, show managers and exhibit companies, realize the necessity of
having training sessions before a tradeshow. Companies’ budgets for staffing and training
have been increased and a number of associations and show production companies have
been hiring consultants specializing in exhibitor education and training (Hultsman, 2001).
Friedmann (2004a) revealed that a large number of exhibiting companies did not
focus on critical exhibiting techniques such as closing, follow-up, and lead management.
Training programs offered by show management, on the other hand, dealt with the
essential topics of tradeshow operations, but the programs still had limitations. Show
managers planned training sessions without considering the characteristics of each
exhibitor and their specific needs (Miller, 1997). This study will address this issue by
identifying and examining critical topics that should be included in training programs for
exhibitors. The results of this study will help tradeshow managers gain insight into
appropriate content o f exhibitor training programs. That insight will contribute to
conducting more effective training sessions for tradeshow exhibitors.
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Problem Statement
Exhibitor training is beneficial for both exhibitors and exhibition organizers by
helping exhibitors to be successful (Hultsman, 2001). Training an exhibitor on exhibiting
skills positively impacts on overall exhibition outcome. Training professionals have
stated that content properly covering trainees’ training needs is the crucial factor for a
successful training program. Therefore, training needs for exhibitors should be identified.
The research questions for this study include:
1. What are the skills needed for the exhibitors when performing their job at
tradeshows?
2. What is the exhibitors’ level of knowledge about exhibiting techniques?
3. In terms o f importance, what are the top priorities for training among the skills
needed by exhibitors?
4. How do training needs differ between experienced and non-experienced
exhibitors?
5. How do training needs differ among exhibitors from different cultures?

Purpose of the Study
Exhibitor training is an ongoing process of communicating every aspect of the
show that will help exhibitors be successful (Friedmann, 1996). The purpose of this study
was to identify training needs for tradeshow exhibitors. This study also examined the
importance of 25 training topics based on exhibitors’ nationalities and prior tradeshow
exhibiting experiences.
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Definition of Terms
The following terms are defined as they are used in this research project.
Definitions o f terms are mostly from Convention Industry Council’s (CIC) website
(http ://glossary.conventionindustry.org/main. asp).
Attendance: Total number of people at an event (Convention Industry Council [CIC],
2004).
At/Post show promotion: In the present study, tliis term was used to indicate activities
performed by exhibitors during the show and after the show, which influence exhibitors’
tradeshow performance. Activities like creating attractive booth design/display, meeting
and greeting customers, and following-up on customer leads were included.
Boothmanship: Skills to effectively present an exhibiting company's message. Includes
body language, opening line and message presentation (CIC, 2004).
Exhibition: A showing or display of things/goods (Morrow, 2002, p. 605).
Exhibition manager: A person who oversees the details of the exhibition and assists
exhibitors. In this study, show manager, show organizer or exhibition organizer is also
used as a term to indicate exhibition manager (CIC, 2004).
Exhibitor: A person who actually exhibit products or services at an exhibition (CIC,
2004).
Horizontal show: An exhibition at which the products or seiwices being displayed
represent all segments of an industry or profession (CIC, 2004).
Leads: Names and contact information of potential customers. Attendee lists are often
provided as sales leads to exhibitors as an incentive to participate in an exhibition (CIC,
2004).
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Tradeshow: A type o f exposition that is industry- or market- segment specific. The buyer
is an end user within the industry segment (Morrow, 2002, p. 614)
Training needs analysis: A part of the planning process focusing on identifying and
solving performance problems (Swist, 2001, p. 1).
Vertical show: An exhibition at which the products or services being displayed represent
one element o f an industry or profession (CIC, 2004).
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CHAPTER II

LITERATURE REVIEW
Introduction
The objective of this literature review is to better understand tradeshows,
necessity o f exhibitor training, and importance of appropriate content of training
programs. This review will cover features of tradeshow sales in contrast to normal field
sales, tradeshow objectives, variables influencing tradeshow performance, skills needed
for a successful exhibition, effective training program, trainees’ characteristics affecting
training needs, and reasons for exhibitor training.
As tradeshows have become one of the most useful and important tools for
marketing and sales, companies have increased their marketing/sales budget share for
exhibitions. Axelsom (1999) reported that companies allocated 17.3% of their
marketing/sales budget to exhibitions spending over $50 million. Tradeshows were one
of the top three important marketing and sales tools including advertising and sales
promotions. Even though the tradeshow industry has been in decline as a result o f the
latest situation, tradeshows are still a great opportunity for exploiting untapped market for
sellers and a useful source o f purchasing information for buyers (Center for Exhibition
Industry Research [CEIR] 2000, 2004).
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Tradeshow as A Different Marketing and Sales Method
Tradeshow selling is different than other sales methods. Since exhibitors have
numerous opportunities at tradeshows, they have a lot less time to spend with each
prospect. Unfortunately, exhibitors do not recognize this unique situation at a show. As a
result, they are not as successful as they expected (“Generating sales from tradeshows”,
n.d.).
Exhibiting companies frequently get frustrated because they do not fully
understand different situations of tradeshow. Experts (Friedmann, 2004a, 2004b; Miller,
1999) suggested having training sessions before the shows in order to overcome the
challenges from their lack of knowledge about tradeshows. Therefore, it would be
valuable to understand how tradeshows are different than other marketing and sales
methods.
Levinson, Smith, and Wilson (1997) pointed that customers’ different behavior
and lack of time made it hard to transfer normal sales techniques to show sales. Since
show visitors get a large dose of information in a short time and meet the competitors at
the same time, they do not always respond normally. Show sellers have approximately 10
seconds to distinguish buyers from the stream of traffic and insufficient amount of time to
convince buyers to purchase (“Tradeshow marketing”, n.d.).
Miller (1999) insisted that a tradeshow is a unique sales and marketing tool
because of the features like buyers having voluntary to approach sellers and the lower
cost o f closing a sale. At a tradeshow, buyers come to sellers unlike with a field sale
where sellers go to the buyers. The cost of closing a sale in the field is more than four
times as expensive as at a tradeshow. Even with follow-up call, the total of a sale is less
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than one-fourth the cost in the field (Miller, 1999). Table 1 shows the key contrasts
between field sales and tradeshow sales.

Table 1
Contrasts Between Field Sales and Tradeshow Sales
Field sales

Tradeshow sales

Environment is not distracting

Environment is disorienting and distracting

Demonstrations are not always available

Environment is perfect for demonstrations

Sellers look for prospects

Buyers voluntarily come to sellers

Buyers are not perfectly ready to buy

Buyers have more desire to purchase

Sellers already know about the customers

Prospects are mostly total strangers

Cost o f closing a sale is higher

Cost of closing a sale is far less

Sellers have sufficient time to spend with

Sellers have very little time to spend with a

prospects

prospects

Tradeshow Objectives
“Tradeshow Leader,” (1996) reported that exhibitors ideally wanted their exhibits
and booth environments to do three things: deliver messages, establish relationships, and
increase sales (p. 2). Shipley, Egan and Wong (1993) stated that exhibitors went to
tradeshows for the following purposes;
a. meet and interact with customers and distributors;
b. enhance company image;
c. launch new products and promote existing products;
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d. get competitor intelligence;
e. general market research; and
f.

take sales orders.
There may be various definitions of exhibition objectives, but several researchers

have categorized them in selling and non-selling objectives. While selling objectives are
directly concerned with achieving sales and revenue, non-selling objectives account for
image-building and miscellaneous ones such as relationships-development, information
gathering and market testing. Table 2 summarizes selling and non-selling objectives
defined by several researchers.

Table 2
Exhibiting Objectives
Selling objectives

Non-selling objectives

Identification o f prospects

Maintaining the company image

Gaining access to current or potential

Gathering intelligence on competitors and

customer companies

marketing variables

Selling products

Maintaining and enhancing corporate morale

Introducing new products

Product testing and evaluation

New products testing

Servicing current customers

Channel management

Relationship with suppliers

Disseminating facts about vendor products.

Generation of new product ideas

services, and personnel
Note. Sources: Bonoma, 1983; Kerin &Cron, 1987; Shoham, 1999.
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Hultsman (2001) divided the objectives into categories of contact, information,
closure, and visibility. Contacts implied creating new contacts, renewing old contacts,
and distributing material. Under the category of information, exhibitors hope to find out
new ideas and gather sales information. Gaining more business or sales fell into the third
category, closure. Visibility meant having the opportunity to expose the products and to
increase awareness o f the products.
All the exhibit expectations, including the above mentioned objectives should be
realistic and measurable in order for exhibitors to achieve success. Miller (1997) pointed
that exhibitors failed simply because they did not have any type of written, measurable
objectives for shows. Exhibitors who had clear objectives for exhibition performed better
and are more successful (Kerin & Cron, 1987). Setting appropriate exhibit objectives
provide a direction and a basis for superior performance at a show.

Variables Influencing Tradeshow Performance
There are several studies on measuring tradeshow performance (Dekimpte,
François, Gopalakrishna, Lilien, & Bulte, 1997; Gopalakrishna & Lilien, 1995; Kerin &
Cron, 1987; Shoham, 1999). The studies developed models that help to measure
exhibitors’ tradeshow performance. In addition, variables that affect tradeshow
performance or effectiveness were also discussed in the studies.
Pre-Show

Objective-setting, as stated earlier, is considered one of the most significant
factors influencing tradeshow performance, because tradeshow effectiveness can be
accurately measured with measurable objectives. Tradeshow performance can be
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evaluated after defining the objective and purpose of participating tradeshows (Shoham,
1999).
Kerin and Cron (1987) identified 13 variables that appear to influence tradeshow
performance. The variables were divided into 3 categories: (1) industry influences, (2)
company influences, and (3) tradeshow strategy influences (see Table 3). Four of the 13
predictors were reported to have a direct relationship with tradeshow performance. Larger
number of products exhibited, more customers, having written tradeshow objectives, and
using fewer horizontal shows were positively related to tradeshow performance.

Table 3
Industry, Company and Tradeshow Strategy Variables Affecting Tradeshow Performance
Influences
Industry influences

Variables
Number of total competitors
Number of new competitors
Stage in the industry life cycle

Company influences

Annual sales volume
Number of customers
Customer concentration
Technical complexity of products

Tradeshow strategy influences

Number of national/regional shows attended
Emphasis on horizontal/vertical shows
Existence of tradeshow objectives
Number of products exhibited
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Shoham (1999) developed the study by Kerin and Cron (1987) and suggested a
general model of tradeshow performance. Environmental influences in the model
included the number o f channel members, the number of suppliers, and the quality of
visitors in addition to the industry variables stated by Kerin and Cron (1987). Shoham
(1999) reported the annual tradeshow budget also influenced tradeshow performance and
added it to the company influences (see Figure 1).

ENVIRONMENTAL INFLUENCES;
Competitors in the Market (#)
New competitors in the Market (#)
Competitors in the tradeshow (#)
New competitors in the tradeshow (#)
Present channel members at the show
New channel members in the show (#)
Number o f existing suppliers at the show
Number o f new suppliers at the show
Number o f visitors
Quality o f visitor
Life cycle stage

COMPANY INFLUENCES:
• Annual sales
Number o f customers
Tradeshow cumulative experience
• The value of continuation to the
exhibiting company
The geographical emphasis of the
company
Width and length o f product lines
Customer’s concentration
Tradeshow budget
Product complexity

TRADESHOW SELECTION:
Number o f international shows
Number o f national shows
Number of regional shows
Emphasis on show types

SHOW PERFORMANCE:
Sales

BOOTH MANAGEMENT:
Width and length o f exhibited lines
Show budget

In tellig en ce

A v a ilability o f n e w p ro d u c ts

Suppliers’ contacts
Psychological objectives

Booth quality
Booth management
Show objectives

Figure 1. A general model of tradeshow performance.
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In the model, environmental influences and company influences were both related
with tradeshow selection strategy. Tradeshow selection strategy directly affected show
performance together with booth management strategy.
At Show

Gopalakrishna and Lilien (1995) provided a three-stage model of tradeshow
performance. They used three performance measures: a ratio of target audience who
visited the firm’s booth (stage 1), a ratio of those attracted who were contacted (stage 2),
and a ratio of those attracted who became effective leads (stage 3). This study discovered
that impersonal promotional variables were highly related to the performance on stage 1
while personal promotional variables directly influenced the performance on stage 2 and
3. Impersonal promotional variables included attention-getting technique, pre-show
promotion, competition, booth size, and cumulative points. Personal promotional
variables implied the variables such as number of booth personnel and training of booth
personnel. In terms of contact and conversion efficiency, adequate booth staffing was
very significant. The result suggested that booth personnel training provided
approximately 14% increase of contact efficiency.
Dekimpte et al. (1997) reported that effectiveness of attracting the target audience
was influenced by pre-show promotion, booth size, number of booth personnel, and show
type (vertical vs. horizontal). In the study, firms attracted a higher percentage of their
target audience when they focused more on pre-show promotions, had a larger booth with
more personnel per square foot, and participated in a vertical rather than a horizontal
show.
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Tanner (2002) conducted a study to compare the activities of successful and
unsuccessful exhibitors from small companies. His framework involved the division of
exhibition objectives into promotional and selling. The framework included the threestage process o f tradeshow identified by Gopalakrishna and Lilien (1995). The study
reported that tactical factors such as centering responsibility in one position, quantitative
measures of performance, and higher level of network with potential buyers through pre
show promotion positively affected on tradeshow performance.
Post-Show

An effective follow-up program can increase the return on investment (ROI) that
companies receive from exhibiting (Dallmeyer, 1996). Appropriate and prompt follow-up
on leads is a critical activity to convert the leads to actual sales.
Siskind (2003) stated that an exhibition lead was superior to leads obtained in
other marketing venues for four reasons.
1. Exhibition leads cost less than a traditional field sales call because buyers at
tradeshows have more desire to purchase.
2. Buyers at tradeshows are more receptive since they have already seen the
products and services.
3. Buyers at tradeshows have already checked out the competitors.
4. Buyers at tradeshows are ready to buy.
Siskind (2003) also reported that fifty-seven percent of the buyers who visited a
tradeshow said that they would make a purchasing decision in the next twelve months.
Buyers at tradeshows have great desire to purchase. The follow-up program assists
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exhibitors in holding buyers’ interest in their products and eventually converting the leads
gathered at the tradeshow into actual sales.
Companies need to plan for follow-up programs before they attend a tradeshow as
a part of the show planning (Siskind, 2003). An exhibitor must be prepared for dealing
with the leads generated at a tradeshow. When exhibitor’s follow-up is made in a proper
time and manner, the chance of receiving a positive response from a buyer would be
enhanced.

Information and Skills Needed for Successful Exhibition
Based on the above stated performance factors and tradeshow exhibiting
handbooks, information and skills needed by exhibitors for maximizing their tradeshow
performance were identified (see Figure 2). Objective setting, booth management, pre
show promotion, booth design, and post-show follow-up were most commonly
mentioned skills needed for successful exhibition.
Kem (1990) stated that exhibitors also needed to understand specific needs and
interests of the show’s buyers based on attendees’ profile of the previous years. Tanner
and Weilbaker (2001) also reported that the sales forces needed to identify profiles of
various categories o f buyers because the content of exhibit presentations was different
based on the type o f attendee. Booth etiquettes, greeting skills,
demonstration/presentation skills, and preparing accurate show budgets were also
considered as significant techniques that exhibitors had to obtain (Christman, 1991;
Friedmann, 2004a; Shoham, 1999; Tanner, 2002). Additionally, CEIR (2000) reported
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that product factors like demonstration, exhibit design, exhibit personnel, giveaways, and
literature significantly contributed to producing a most-remembered exhibit.

Pre-show
'Setting show objectives
'Booth staff management
'Show budgets preparation

'Pre-show promotional strategy
'Historical attendees profiles
'General Show information

A t show
On-site sales techniques
'Closing techniques
Creating attractive booth design/display
Booth etiquette

'Effective literature/giveaways
'Qualifying techniques
Demonstration/presentation skills

Post-show
■Lead management skills
■Follow-up on customer leads
■Measure ROI

Figure 2. Information and skills needed by tradesbow exhibitors.

Effective Training Program
Tannenbaum and Yukl (1992) suggested that factors like appropriate training
methods, trainee characteristics, and accurate feedback about training program would
contribute significantly to training effectiveness. First, the training method should guide
the learner to the most appropriate encoding operations for storing information in
memory. Also it should be adapted to differences in trainee aptitudes and prior
knowledge as well. Second, learner’s characteristics influence training efficiency. A
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training program is affected by factors like abilities and skills, motivation, attitudes,
expectation and self-efficacy that a trainee has. Trainee characteristics will be discussed
in more detail. Last, for efficient training, all available sources of relevant feedback
should be used, and feedback should be accurate, credible, timely, and constructive.
In addition to Tannenbaum and Yukl’s three factors of training methods, trainee
characteristics, and accurate feedback, researchers (Goldstein, 1980; Latham, 1988;
McGehee & Thayer, 1961) have considered “training needs analysis” as a key element
that should be at the first step in the training program development process. A properly
conducted training program yields information helpful to the development of
instructional objectives and training criteria (Tannenbaum & Yukl, 1992)
Wexley and Latham (2002) reported effective training began with a needs
analysis to ensure that a training program addresses substantive issues and problems.
According to Wexley (1984), needs assessment provides input by answering three
important questions: (a) where within the organization can and should training be placed,
(b) what an employee must learn to perform the job effectively, and (c) who within the
organization needs training and o f what kind in terms of skills and knowledge.
Woods (2002) discussed general issues and techniques for managing hospitality
human resources. He viewed training as a continuous cycle rather than as a single event
and provided the training cycle. The training cycle also began with a needs assessment.
Figure 3 shows the training cycle and brief explanation of each stage in the cycle.
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Develop and conduct need assessment
Identify a problem

Evaluate training program
Effectively evaluate
whether or not training
goals have been achieved

Identify training objectives
Establish the goals of a
training program

Establish training criteria
Set standards that
trainees should reach in
their training

Implement training
Format derived through
planning should be followed

Select trainees
Employees who will benefit
the most from the training

Choose training methods

Pretest trainees
Establish the baseline of knowledge
skills or abilities for the training

Figure 3. The training cycle (Woods, 2002 p. 162).

Training Needs Analysis
When training is not relevant to the jobs and does not make any difference, it is a
costly and fruitless endeavor. This is why the needs analysis should take priority in the
development of a training program. A need is not a want or desire. Swist (2001) stated
that a need is a gap between “what is” and “what ought to be” (p. 1). The needs analysis
serves to identify the gaps, and considers if the problems can be solved by training. The
analysis is a part of the planning process focusing on identifying and solving performance
problems (Swist, 2001).
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The primary purpose o f the training needs analysis is to ensure that there is a need
for training and to identify the nature of the content o f the training program. The reasons
why training needs analysis must be conducted are:
a. to determine what training is relevant to your employees’ jobs;
b. to determine what training will improve performance;
c. to determine if training will make a difference;
d. to distinguish training needs from organizational problems; and
e. to link improved job performance with the organization’s goals and bottom line
(Swist, 2001).
Influenced by McGehee & Thayer’s classic text (1961), most training analysts
consider organizational analysis, operations or task analysis, and person analysis to be the
three critical components of needs analysis.
1. Organizational analysis considers the organization as a whole. This involves
examining its interface with the external environment in which it operates, the
attainment of its stated objectives, its human resources, and its culture (Wexley &
Latham, 2002). The original purpose of organizational analysis is to provide input
that specified where and when training could be utilized in the organization
(Goldstein, 1980).
2. Task analysis provides an answer to the following question: What must a trainee
learn in order to perform the job effectively (Wexley & Latham, 2002)? Task
analysis examines the total job and provides information on which activities
should be learned in training and which activities should be learned on the job. In
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other words, it ensures the content validity of a training program based upon a
match of relevant tasks on the job and in the training program (Goldstein, 1980).
3. Person analysis measures person characteristics of prospective training (Goldstein,
1980). Person analysis is about who needs training and what kind of training is
needed (Wexley & Latham, 2002).
Dilauro (1979) suggested a model for needs assessment. The model consisted of
six stages: (1) determine purpose, (2) identify data needed, (3) design data gathering
approach, (4) gather data, (5) analyze and verify data, and (6) set training priorities. The
first stage, determine purpose, was the stage to understand what to find out. Dilauro
(1979) insisted that trainers should need to look closely at the reasons why they are doing
needs assessment. Identifying data needed was the second step in the model because it
was important to be aware of the kinds of data with which the needs assessment process
is concerned. The third stage was to select an instrument to gather data. After gathering
data, the data was organized into a manageable format for decision making with respect
to training. Finally, training priorities were set to understand which needs were perceived
as most pressing.
Training needs analysis has been applied to a variety o f industries. The
application areas include, but are not limited to, healthcare (Gebbie, 1999; Legare, 1999;
Potter, Pistella, Fertman, & Dato, 2000; Shadel, Chen, Newkirk, Lawrence, Clements, &
Evans, 2001), tourism and leisure (Grau-Gumbau, Agut-Neito, Llorens-Gumbau &
Martinez-Martinez, 2002; Sammons, 2000), public organizations (Holton, 2000; Patton &
Pratt, 2002). In the tradeshow industry, however, there are few empirical studies on
training needs.
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Trainee Characteristics Affecting Content of Training Program
Kirkpatrick (1967) suggested hierarchical model of training outcomes. The
hierarchy consisted o f four levels of training outcomes: (a) trainees’ reactions to the
program content and training process (reaction), (b) knowledge or skill acquisition
(learning), (c) behavior change (behavior), and (d) improvements in tangible individual
or organizational outcomes such as turnover, accidents, or productivity (results). Clement
(1978) supported this hierarchy by revealing that trainee reaction causes learning activity
and learning significantly influences behavior change. Well-designed and administered
training programs bring positive reactions of trainees, behavior change, and improvement
on the job related outcomes. The attitudes, interests, values, and expectations of trainees
influence the effectiveness of training (Noe, 1986).
Noe (1986) used the concept of trainability to understand the influences of
trainees’ attributes and attitudes on training effectiveness. He defined trainability as the
degree to which training participants were able to learn and apply the material
emphasized in the training program. He described trainability as a fimction of three
factors: ability, motivation, and perceptions of the work environment. The cognitive and
psychomotor skills that trainees possess directly influence the degree for trainees to
understand the content of the training program. Even if trainees have the prerequisite
skills, they would not perform well in the program when motivation is low or absent (Noe,
1986).
Content of training programs should concern trainee characteristics (Goldstein,
1980; Latham, 1988; Tannenbaum and Yukl, 1992). Ford and Noe (1987) found that
training needs were significantly different among managers with different job levels.
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functions, and attitudes towards the utility of training. McEnergy and McEnergy (1987)
studied hospital employees. They revealed that training needs between employee and
supervisor were different. Therefore, it is important to understand how training content
differ based on trainee characteristics for more productive training programs.
Trainees ’ Past Experience

The trainee’s knowledge o f the subject matter is an important individual
difference variable. As trainees have more exposure to the subject matter, they gets more
knowledge o f the matter and their needs are likely to change (Tobias, 1987).
Roberson, Kulik and Pepper (2001) studied the effectiveness of diversity training
program. They reported that trainees with more diversity experience were more
knowledgeable about skills and strategies for dealing with diversity issues and generated
more specific strategies for applying the training content to their work assignments.
Feldman (1989) found that new employees had unique training needs, and formal
training programs often failed to present appropriate content for new employees.
Exhibitors who have not attended tradeshows before have different perceptions of
exhibition (Miller, 1997). They usually have not only poor or incorrect knowledge of
tradeshows but also wildly unrealistic expectations of tradeshows. The appropriate
content of training programs should be different according to exhibitors’ prior
experiences at shows.
Trainees ’ Cultural Background

Learning and training styles should be shaped by culture as well as other factors
such as individual’s age, education level and personality type (“Geomatics training in
cross-cultural environment,” n.d.). Hofstede (1991) identified four dimensions of national
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culture that result from collectively held assumptions about lifestyle, behavior, social
interaction, etc: 1) power distance, 2) uncertainty avoidance, 3) individualistic, and 4)
masculine. Hofstede (1991) also described that learning characteristics in each of the
dimensions were different. For example, students from a higher uncertainty avoidance
culture were comfortable in structured learning situations while those from a culture in
which degree of uncertainty avoidance is low were comfortable with open-ended learning
situations. The distinct learning characteristics among cultures cannot be ignored in
industry training. It is necessary to utilize different training method and content when a
trainee come from different cultures (“Geomatics training in cross-cultural environment,”
n.d.).

Training Programs for Exhibitors
Kern (1990) described different types of training programs: (a) the exhibit sales
training session, (b) the exhibitor marketing strategy session, and (c) specialized sessions.
The exhibit sales training session gives ideas of the unique requirements of show selling
in contrast to routine field sales techniques, while the exhibitor marketing strategy
session provides complete show planning information. The specialized session deals with
other issues rather than sales and marketing techniques such as analyzing show results,
designing lead follow-up programs, and handling post-show promotions.
Friedmann (1996) suggested four steps for conducting effective exhibitor training
program: (1) determine what significant information needs to be conveyed, (2) develop
effective ways to communicate the information, (3) assign a person who takes care of
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tasks relevant to the training program such as answering exhibitors’ specific questions
about the training program, and (4) measure the effectiveness of the training program.
Friedmann (2004b) examined the role and content of exhibitor training program
offered by the show management as well as by individual exhibiting companies. She
discovered that content of staff training conducted by exhibiting companies was not
appropriate. Her research revealed that a large number of companies did not focus on
critical exhibiting techniques such as closing, follow-up and lead management (see Table
4).

Table 4
Percentage of Companies Who Covered A Specific Training Topics
Time spent as a percentage of total training time(hr.)
Training materials
None

1-24

25-49

50-74

75-100

Product Training

40

27

14

12

7

Exhibition Logistics

21

60

10

2

7

Exhibiting Goals

20

6

12

4

4

Booth Etiquette

17

74

7

0

2

Meet & Greet Techniques

50

46

4

0

0

Qualifying Techniques

48

50

0

2

0

Demonstration Techniques

60

38

0

2

0

Closing Techniques

71

27

0

2

0

Follow-up Techniques

77

21

2

0

0

Lead Management

48

50

2

0

0

Note. From “Trained for success,” by S. Friedmann, 2004b, Convene, 25-26.
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For the training program provided by show organizers, Friedmann (2004b)
indicated that booth etiquette do’s and don’ts, qualifying techniques, lead management
techniques, follow-up techniques, meeting and greeting techniques, and closing
techniques were the essential topics of the training program. Other topics to cover in the
training program included pre-show promotion, registration procedures, housing options,
exhibition rules and regulations, budgeting, defining ROI, and hospitality venues.
The research found that majority o f training programs provided by show
management lasted between one and two hours. Some training programs ran as long as 810 hours and included a tour of the convention facilities, official hotels, and hospitality
venues. While most exhibition organizers conducted training programs at least six weeks
prior to the exhibition, 50% of exhibiting companies had training programs for their
exhibition staff just prior to the exhibition and 20% conducted the training one week prior
to the event (Friedmann, 2004a, p.26)

Reasons for Exhibitor Training
Levinson et al. (1997) suggested that exhibitors be knowledgeable of their
products and competitors, bring non-sales people who can answer the hard questions and
train booth personnel for successful exhibition. Friedmann (1996) and Miller (1999) also
advised training exhibitors and their booth staff to overcome challenges from the unusual
situations of tradeshows.
Exhibitors Are Customers

Based on Drucker (1993) and Honebein’s (1997) definition, customers are those
who have buying responsibility (buyers) and those who use the product (users). Connell,
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Chatfield-Taylor, and Collins (2002) stated that exhibition managers sold exhibit space to
exhibitors and generated revenue from booth sales. From the show manager’s perspective,
exhibitors are the customers since exhibitors buy and use booths and other services
provided by show managers.
According to Honebein (1997), customer education involves activities that meet
customers’ ongoing needs for understanding, application, and success regarding issues
such as operating a new product, understanding a new technique, or learning how to run a
business better. He also described customer training as “the process by which companies
systematically share their knowledge and skills with external customers to foster the
development of positive customer attitudes” (p. 7).
Customer education is advantageous for both the company and the customer.
Customer education establishes a level of trust between the company and the customer.
Sharing knowledge that is beneficial to customers increases satisfaction and satisfied
customers want to do business with the company more. Educating customers in a clear
and concise fashion is an effective way to retain their loyalty (Charles, 2000).
Benefits o f Exhibitor Training

As stated above, show managers and exhibitors are under the relationship of
sellers and customers. Several studies supported the promise that the customer education
may provides advantages that apply to exhibitor training.
Kern (1990) said that successful exhibitors were loyal exhibitors. Friedmann
(1996) defined exhibitor training as “an ongoing process of communicating every aspect
o f the show that will help make exhibitors successful” (p. 37). Creating better alliances
with exhibitors is an invaluable advantage of exhibitor training.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

27
Recruiting new exhibitors is more expensive and time consuming than retaining
current exhibitors (Friedmann, 1999). Retaining current exhibitors not only saves time
and cost, but also makes the show stronger. Exhibitor turnover can have a negative effect
on the image and reputation of a show. When dissatisfied exhibitors do not return, the
bad reputation spreads to others. Eventually, the show is avoided by important exhibitors
and may ultimately cease to exist. A high percentage of repeat exhibitors can contribute
to show stability and relevance while keeping costs down (Skolnik, 1995). Twenty-nine
percent of show managers who participated in Tradeshow Week Poll said that once they
lose exhibitors, they would never regain them (Tradeshow Week, 2001).
Miller (1997) mentioned five reasons exhibitors fail at tradeshows: (1) no
measurable objectives, (2) too much focus on their time and money invested in the
physical booth ignoring other promotional efforts, (3) unsupportive upper management,
(4) lack of understanding how shows fit into overall sales and marketing objectives, and
(5) lack of training on exhibiting skills. He suggested that show managers need to have
on-going training programs for exhibitors. The training program will help exhibitors
enhance their understanding of tradeshows and avoid making mistakes. When exhibitors
are successful, they are more likely to return to an exhibition. Furthermore, successful
exhibitors will be an outside sales force for show managers by referring the show to
potential new exhibitors. As a result, the annual exhibitor turnover rate will drop, so that
the costs for replacing exhibitors will be reduced (Miller, 1999).
Friedmann (2004b) conducted a survey to examine in depth the role and makeup
of exhibitor education as conducted by show management. The study showed that
exhibitor training made a positive impact on overall exhibition outcome. Fifty percent of
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show managers who participated in the survey believed that training reminds teams of
necessary exhibiting skills. Other respondents said that training enhanced team spirit
(20%), formed a cohesive team (10%), and increased number of leads gathered (10%)
(Friedmann, 2004b, p.23). She stated that the exhibitor training also raised the level of
professionalism on the show floor.
Appropriate exhibitor training yields a win-win situation. A training program
provides exhibitors with valuable how- to lessons for increasing on-site sales. Attendees
are more satisfied with professional exhibitors. Finally, show managers get more
attendees and exhibitors who are willing to sign on for the following year (Kem, 1990).

Conclusion
This chapter examined relevant literature in tradeshow exhibitor training
programs highlighting the great necessity o f having training programs for tradeshow
exhibitors. It also examined literatures of factors that influence tradeshow performance or
effectiveness. Based on the performance factors, information and skills needed by
exhibitors for maximizing their show experience were identified. This chapter also
discussed the importance of content of the training programs and training needs analysis
for the appropriate training content. In addition, trainees’ past experience and cultural
background that affect their knowledge of the subject matter and training needs were
discussed.
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CHAPTER III

RESEARCH DESIGN AND METHODOLOGY
Introduction
In this chapter, the research methodology adopted for the study is described.
Research hypotheses are also presented. This chapter describes the questionnaire
development and procedure, sampling, and execution of the survey instrument. Data
entry and tabulation are also discussed.

Research Hypotheses
The research hypotheses model is illustrated in Figure 4. Specific research
hypotheses related to the study are presented as follows:
1. The level of knowledge of training topics by exhibitors’ past experience
Hlo: There is no significant difference in the level of knowledge of training topics
by exhibitors’ past tradeshow experience.
Hlj: There is significant difference in the level of knowledge of training topics by
exhibitors’ past tradeshow experience.
2. The level of knowledge of training topics by exhibitors’ cultural background
H2 q: There is no significant difference in the level of knowledge of training topics
by exhibitors’ cultural background.
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H2i: There is significant difference in the level of knowledge of training topics by
exhibitors’ past experience
3. The perceived importance of training topics by exhibitors’ past experience
H3q: There no significant difference in the perceived importance of training topics
by exhibitors’ past experience
H3i : There is significant difference in the perceived importance of training topics
by exhibitors’ past experience
4. The perceived importance of training topics by exhibitors’ cultural background
H4q: There is no significant difference in the perceived importance of training
topics by exhibitors’ cultural background.
H4i: There is significant difference in the perceived importance of training topics
by exhibitors’ cultural background.
5. Relationship between the level of knowledge and the perceived importance of
training topics
H5 q: The level o f knowledge does not influence the perceived importance of
training topics.
H5j: The level of knowledge influences the perceived importance of training
topics.
Factor analysis will be conducted on the variables of the perceived importance o f training
topics. Each component resulting fi"om the factor analysis will be examined separately.
Therefore, the hypotheses will be refined in chapter four according to the results o f the
factor analysis.
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Past Experience

Cultural Background

H,

H,

H3

L evel o f K now ledge

H4

H5

Perceived Importance

Figure 4. Research hypotheses model.

Sample
The subjects for this study were a convenience sample of exhibitors at 2004
Global Gaming Expo (G2E). Over 600 gaming-related companies from all over the
world attended the show. Approximately 500 booths were actually exhibiting products
during the show time. A total of 369 exhibitors received the questionnaire. Among those,
246 exhibitors returned the completed surveys. Out of the 246 respondents who
completed the survey, 17 were assumed invalid since they missed an excessive amount of
the questions; a case with eight or more missing values was assumed invalid. As a result,
the response rate was 62.1%.

Data Collecting Method Selection
There are several methods to gather data for needs analysis. Researchers (Brown,
2002; Dilauro, 1979; McClelland, 1994a, 1994b, 1994c, 1994d) have introduced several
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instruments for needs analysis data collection. Survey questionnaire, individual
interviews, focus groups, and on-site observations are commonly mentioned methods.
Among those, a survey was selected for this study as a data gathering method since it is
flexible and valuable method when properly conducted. In addition, a survey provides
quick, inexpensive, efficient, and accurate means of assessing information about the
population (Zikmund, 2003).
A survey may be disadvantageous to interact with respondents. McClelland
(1994a) stated that a survey is not supportive means for gathering feedback. Also,
development of an appropriate survey or questionnaire requires substantial time.
However, a survey is still an effective method for data collection. It can reach a large
number o f people in a short time and gives subjects the opportunity of response without
fear of embaiTassment. Moreover, a survey yields data that can be easily summarized and
reported (Brown, 2002; McClelland, 1994a).

Survey
Questionnaire Development and Scaling

The current study’s design was intended to identify training topics for exhibitors
and their staff to maximize their experience at a tradeshow. A list of training topics was
developed based on the review of literature. The questionnaire was designed to measure
exhibitors’ level o f knowledge of each training topic and the importance of each training
topic in their tradeshow performance. The questionnaire consists of two sections (see
Appendix C).
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(1) The first section examined exhibitors’ level of knowledge of each training topic
and their perceived importance of each topic. Accordingly, this section had two
sub-sections of level of knowledge and importance. Exhibitors were first asked to
review each o f the 25 training topics listed. For the level of knowledge section,
the exhibitors were asked to indicate the degree of how well they understood each
topic. A five-point scale was used for the level of knowledge section (5 =very
good, 4 = good, 3 = fair, 2 = poor, 1 = no knowledge). For the importance section,
exhibitors were asked to indicate the degree of importance of each topic toward
training. A five-point scale was also used for the importance section (5 =very
important, 4 =important, 3 = neutral, 2 = not so important, 1 = not at all
important).
(2) The second section asked respondents to report demographic information.
Demographic information for testing hypothesis was asked. Questions in this
section included exhibitors’ cultural background, show experience, and training
experience.
Survey Procedure

The questionnaire was reviewed by professionals in the exhibition industry and
professors of the Convention, Tourism Administration Department at the University of
Nevada, Las Vegas (UNLV) for validity, wording, format, etc. Since the study subjects
include exhibitors from countries where English was not the first language, the
questionnaire was reviewed by UNLV’s international graduate students as well. Then the
questionnaire was pre-tested with graduate students in Hotel College at UNLV.
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A self-administered survey was used to collect the human subject data. Prior to
data collection, a protocol explaining the study was submitted to the Office for the
Protection of Research Subjects (GPRS). Approval was granted by the GPRS to conduct
research involving human subjects (see Appendix A). Also prior to collecting data, an
email asking permission for surveying at the show was sent to the show manager of G2E.
Permission was granted by the show manager.
Approximately 10 UNLV graduate students were involved in distributing and
collecting surveys. Prior to distributing the surveys to exhibitors, they were educated
about the general issues of this study, individual items of the questionnaire, and the
protection o f human subjects. They answered questions the participants had while filling
out the survey.
The participants were given the printed questioimaire. They also received an
informed consent cover letter (see Appendix B). When a participant completed the
survey, he/she could return it to the UNLV’s booth on the first floor at the exhibition hall,
or give it to surveyors who were checking back throughout the day to collect the
completed surveys. The participants also could complete the survey and return it to the
surveyor immediately.

Data
Data from the survey was entered and analyzed by using SPSS (version 12.0.1).
Descriptive statistics for all questionnaire items and research variables were computed in
order to check for missing data and errors in data entry. Data entries were then listed and
checked against the original questionnaire.
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Mean ratings for each task were compared to show the order among the tasks in
terms of the level of knowledge and importance. Research hypothesis were tested by
looking at the relationship between the demographic (i.e. show experiences and cultural
background) and the perceived importance as well as the level of knowledge of each
training topic. One-way ANOVA was used to test the first, second, third, and forth
hypotheses and linear regression was used to test the fifth hypothesis.

Conclusion
This chapter described the research hypotheses, questionnaire development,
survey administration, and data analysis methods used to test the hypotheses. The
findings are presented in chapter four and the conclusions and recommendations in
chapter five.
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CHAPTER IV

RESULTS
This chapter presents the results of data collected in this study. The data was
analyzed to identify whether differences could be found in the level of knowledge and
perceived importance o f training topics by participants’ cultural background and past
tradeshow experience. The data was also analyzed to determine if participants’ level of
knowledge o f training topics influenced their perceived importance of the topics. This
chapter first describes the demographic information of the participants. The overall
descriptive results o f the level of knowledge and perceived importance of training topics
are also presented. Finally, the results of the hypotheses tests using ANOVA and linear
regression are discussed.

Profile of the Participants
Over 73% of the respondents were male and 25.7% were female (see Figure 5).
Based on their cultural background, respondents were divided into two groups; the
American culture group and the non-American culture group. The American culture
group included those who most closely identified with the American culture. Those who
most closely identified with other cultural categories than the American culture such as
Asian, European, Latino, and Canadian cultures fell into the non-American culture group.
Over 78% of the respondents were in the American culture group as depicted in Figure 6.

36
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Missing
O.Sl%

Figure 5. Percent of participants by gender.

I

Missing
S.24%
Non-American
16.59%

Figure 6. Percent of participants by cultural background.
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Table 5 illustrates that 37.9% of the participants reported having over six years of
tradeshow exhibition experience. Almost a third of the respondents had less than three
years of tradeshow exhibition experience.

Table 5
Tradeshow Exhibiting Experience
Frequency

Years of Experience
Less than 3 years

74

3-6 years

60

Over 6 years

87

Total

221

Best Time fo r Training

Over 60% o f the total respondents preferred to have training sessions one to three
months before the show. Training at the show was the second most popular time for
exhibitors. The category, multiple times, included the respondents who wanted to have
training sessions more than one time. For example, some respondents liked to have
training sessions at the show as well as one to three months before the show.
Table 6 illustrates preferred time for exhibitor training programs by respondents’
cultural category. Both of the culture groups preferred training sessions one to three
months before the show. Just over 65% of respondents in the American culture group and
approximately 60% of respondents in the non-American culture group preferred one to
three months before the show for the training time. At the show was the second best
training time for both of the cultural groups. Just over 7% of respondents in the American
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culture group preferred multiple times of training, while none of the respondents in the
non-American culture group wanted multiple times.

Table 6
Best Time for Exhibitor Training by Cultural Category
Cultural category

Best time

American

Non-American

29

8

1 day before the show

1

0

1 week before the show

5

1

1 to 3 months before the show

114

26

3 to 6 months before the show

7

5

6 months to 1 years before the show

5

3

Multiple times

13

0

Total

174

43

At the show

Table 7 presents the best time for training by respondents’ tradeshow experience.
The number o f respondents who preferred to have training sessions one to three months
before the show included 64.5% of respondents who had less than three years of
tradeshow experience and 63.2% who had more than six years of tradeshow experience.
The number of respondents who preferred to have training sessions at the show included
16.2% of respondents who had less than three years of tradeshow experience and 18.4%
who had more than six years of tradeshow experience. In addition, the number of
respondents who preferred to have training sessions three to six months before the show
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included 8.1% o f respondents who had less than three years of tradeshow experience and
2.3% who had more than six years of tradeshow experience.

Table 7
Best Time for Exhibitor Training by Tradeshow Experience
Years of tradeshow experience
Over
Less than
3 years
3-6 years
6 years

Best time
At the show

12

7

16

1 day before the show

0

1

0

1 week before the show

2

6

1

1 to 3 months before the show

48

38

55

3 to 6 months before the show

6

5

2

6 months to 1 years before the show

5

0

3

Multiple times

1

3

10

74

60

87

Total

Best Method fo r Training

Just over 30% o f the total respondents preferred training sessions in lecture style.
Almost 24% of the total respondents prefer training sessions provided in multiple format
combining two or more methods together (for example, lecture and written material;
lecture, audio/video, and written material).
Table 8 illustrates the preferred method for exhibitor training by respondents’
cultural category. Almost 25% of respondents in the American culture group preferred
having training sessions with multiple methods, while less than 19% of those in the non-
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American culture group preferred multiple methods. Exhibitors in the non-American
culture group preferred training methods using high technology. They preferred Internetbased education and CD-ROM to written material while exhibitors in the American
culture group preferred written material.

Table 8
Best Method for Exhibitor Training by Cultural Category
Cultural category
Best method

American

Non-American

CD-ROM

18

6

Audio/Video

14

3

Written material

31

2

Internet-based education

5

7

Lecture (workshops)

53

14

One-on-one

10

3

Multiple methods

43

8

Total

174

43

Table 9 presents the best method for training by respondents’ tradeshow
experience. Lecture was the most preferred training method for respondents who had less
than three years of tradeshow experience or over six years. For those who had three to six
years o f tradeshow experience, multiple methods was the most preferred training format
as well as lecture (26.7% and 26.7% respectively).
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Table 9
Best Methods for Exhibitor Training by Tradeshow Experience

Best method

Years o f tradeshow experience
Less than
Over
3 years
3-6 years
6 years

CD-ROM

9

5

10

Audio/Video

9

5

4

Written material

9

9

15

Internet-based education

5

3

4

Lecture (workshops)

26

16

25

One-on-one

2

6

6

Multiple methods

14

16

23

Total

74

60

87

Training Experience

Over 37% of the total respondents reported that they had been provided training
sessions by their companies. Only about 16% of the total respondents had experience of
having training sessions provided by show management.
Among those in the American culture group, 35.8% had experience of having
training sessions conducted by companies, while 39.5% of respondents in the non-the
American culture group have been trained by the companies before coming to the show.
Only 15% of the respondents in the American culture group and 11.9 % of the
respondents in the non-American group had experience of having training sessions
conducted by show management (see Table 10).
Only 10.8% of the total respondents who had less than three years of tradeshow
experience reported having training sessions provided by the show management (see
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Table 11). Over 50% of respondents with over six years of tradeshow experience reported
having training sessions provided by the company, while 24.4% had training sessions
conducted by the show management.

Table 10
Training Experience by Cultural Category
Training sessions
provided by the company
Cultural category

Training sessions provided
by the show management

Yes

No

Yes

No

American

62

111

26

147

Non-American

17

26

5

37

Total

79

137

31

184

Table 11
Training Experience by Tradeshow Expierience
Training sessions
provided by the company
Years of tradeshow
experience
Yes
No

Training sessions provided
by the show management
Yes

No

Less than 3 years

17

57

8

66

3-6 years

22

38

7

53

Over 6 years

44

43

21

65

Total

83

138

36

184

Level of Knowledge of Training Topics
Twenty-five training topics were ranked based on the mean values of the level of
knowledge (see Table 12).
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Table 12
Level of Knowledge o f Training Topics
Training Topics

N

Mean

S.D.

Follow-up on customer leads

228

4.34

0.863

Meet and greet skills

229

4.31

0.855

Appropriate booth etiquette

225

4.16

2.235

Create attractive booth design/display

228

4.12

0.914

Recognize industry trends

228

3.98

0.927

Qualify buyers

228

3.89

0.997

Set realistic and measurable show objectives

228

3 ^9

0.936

Schedule/hire staff

228

186

1.169

Measure performance at the show

229

3.85

0.977

Enhance lead management skills

229

181

0.998

Train booth staff to enhance performance

227

3.78

1.134

Enhanee closing techniques

225

176

1.117

Use live demonstrations/presentation effectively

228

3.75

1.174

Enhance on-site sales techniques

229

3.70

1.072

Understand more effective literature/promotional giveaways

229

3.69

1.037

Obtain general show information

229

168

1.018

Create effective pre-show promotional strategies

225

3.64

1.145

Enhanee brand building techniques

226

3.63

1.056

Understand show logistics and rules

229

3.61

1.073

Prepare accurate show budgets

226

3.61

1.278

Tour exposition facility

226

3.36

1.140

Know special advertising opportunity at the show

226

3.24

1.119

Understand exhibit marketing strategies for different cultures

228

3.13

1.230

Select the right sponsorship opportunities

223

3.05

1.813

Review historical attendees profiles

227

2.95

1.138
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It was found that respondents were most knowledgeable in leads follow-up, meet and
greet skills, booth etiquette, and booth design/display while least knowledgeable in
exhibit marketing strategies for different cultures, sponsorship opportunities, and
information o f previous attendees
Mean scores for the level of knowledge of training topics were compared based
on the respondents’ tradeshow experience. The top four knowledgeable topics were the
same for all o f the three experience groups, but the rank among the top four topics was
different (see Table 13).

Table 13
Level of Knowledge of Training Topics by Tradeshow Experience
Years of Experience
Less than
Over
3 years
3-6 years
f) years

F

Meet and greet skills

4.08

4.30

4.47

4.207

Follow-up on customer leads

4.08

4.28

4.54

5.813

Create attractive booth design/display

4.01

4.10

4.24

1.296

Appropriate booth etiquette

3J8

4.41

4.30

1.553

Mean scores for the level of knowledge of training topics were also compared
based on the respondents’ cultural background. The top four knowledgeable topics were
the same for both culture groups, but the rank among the top four topics was different
(see Table 14).
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Table 14
Level of Knowledge o f Training Topics by Cultural Background
Cultural category
Training topics

American

Non-American

F

Meet and greet skills

4.39

3.95

5.234

Follow-up on customer leads

4.37

4.13

1.438

Create attractive booth design/display

4.16

3jW

2.535

Appropriate booth etiquette

4.08

4.51

1.708

Perceived Importance of Training Topics
Twenty-five training topics were ranked based on the mean values of the
perceived importance. Respondents considered leads follow-up, meet and greet skills,
booth design/display, and industry trends the most important to train (see Table 15).
Qualifying skills, booth etiquette, show objectives, and performance measure were also
very important topics for training. Special advertising opportunity at the show, historical
attendees’ profiles, sponsorship opportunities, and information of exposition facility were
considered least important issues for training.
Mean scores for the perceived importance of training topics were compared based
on the respondents’ tradeshow experience. The top four knowledgeable topics were the
same for all of the experience groups, but the rank among the top four topics was
different (see Table 16). Mean scores for the perceived importance of training topics were
also compared based on the respondents’ cultural background. The top four
knowledgeable topics were the same for both culture groups, but the rank among the top
four topics was different (see Table 17).
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Table 15
Perceived Importance o f Training Topics
N

Mean

S.D.

Follow-up on customer leads

229

4.66

0.718

Meet and greet skills

228

4.49

0.788

Create attractive booth design/display

226

4.49

0.762

Recognize industry trends

226

4.38

0.702

Qualify buyers

229

4.25

0.866

Appropriate booth etiquette

224

4.23

0.902

Set realistic and measurable show objectives

226

4.22

0.905

Measure performance at the show

229

4.21

0.838

Enhance lead management skills

229

4.16

0.844

Train booth staff to enhance performance

227

4.12

1.008

Prepare accurate show budgets

227

4.10

1.017

Enhance closing techniques

225

4.05

1.057

Create effective pre-show promotional strategies

225

4.05

0.974

Schedule/hire staff

227

4.01

1.107

Use live demonstrations/presentation effectively

227

3.96

1.104

Enhance on-site sales techniques

229

3.85

1.041

Obtain general show information

227

3.85

1.068

Understand more effective literature/promotional giveaways

229

3.81

.962

Enhance brand building techniques

223

3.80

1.069

Understand show logistics and rules

227

3.74

1.009

Understand exhibit marketing strategies for different cultures

227

3.64

1.086

Know special advertising opportunity at the show

225

3.47

1.056

Review historical attendees profiles

227

3.40

1.180

Select the right sponsorship opportunities

225

3.27

1.166

Tour exposition facility

222

3.18

1.210

Training Topics
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Table 16
Perceived Importance of Training Topics by Tradeshow Experience
Years of Experience
Less than 3
Over 6
years
3-6 years
years

F

Follow-up on customer leads

4.43

4.70

4.79

5.333

Create attractive booth design/display

4.42

4.53

4.49

0.345

Meet and greet skills

4.34

4.57

4.53

1.615

Recognize industry trends

4.21

4.45

4.47

3.322

Table 17
Perceived Importance o f Training Topics by Cultural Background
Cultural category
Training topics

American

Non-American

F

Follow-up on customer leads

4.72

4.45

3.440

Meet and greet skills

4.57

4.18

5.238

Create attractive booth design/display

4.52

4.39

0.086

Recognize industry trends

4.38

4.32

0.395

Hypotheses Test
Factor Analysis

Twenty-five items were initially developed to measure the importance toward
training and exhibitors’ level of knowledge. Factor analysis using Varimax with Kaiser
normalization was conducted to make those items into easily manageable measurements.
Variables measuring the importance rather than the level of knowledge were used for the
factor analysis. For training needs analysis, the importance of job tasks toward training is
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considered appropriate measurement and the importance is usually used rather than the
knowledge level (Jonassen, Tessmer, & Hannum,1999; Wexley & Latham, 2002).
Components with 1.0 or higher Eigenvalues were extracted. Six eomponents were
derived from the 25 items: sales strategy, pre-show promotion, at/post show promotion,
show information, booth staff management, and show planning.
As a rule of thumb, variables with loadings of 0.32 and above are interpreted
(Tabachnick & Fidell, 2001, p.219). Comrey and Lee (1992, p. 243) suggested the
following o f loadings:
a) Loadings in excess o f 0.71 (50% overlapping variance) are considered excellent;
b) Loadings between 0.63 and 0.71 (40% overlapping variance) are very good;
c) Loadings between 0.55 and 0.63 (30% overlapping variance) are good;
d) Loadings between 0.45 and 0.55 (20% overlapping variance) are fair; and
e) Loadings between 0.32 and 0.45 (10% overlapping variance) are poor.
In the present study, loadings of over 0.45 were accepted. As a result, five items
were suppressed. Table 18 describes the results of the factor analysis.
Reliability is an assessment of the degree of consistency between multiple
measurements of a variable (Tabachnick & Fidell, 2001). There are several methods used
for measuring reliability, internal consistency is more commonly used. Cronbach’s alpha
is the most widely used measure for assessing the consistency of the entire scale. This
index can range from 0 to 1. The higher the alpha means the higher internal consistency.
Generally the lower limit for Cronbach’s alpha is 0.7 (Hair, Anderson, Tatham, & Black,
1998). However, Nunnally (1978) suggested allowing a lower alpha such as 0.6 or even
0.5 (p.230). Table 19 shows the results of the reliability for the six components.
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Table 18
Factor Analysis: Rotated Component Matrix'

Sales
Closing techniques

.765

Qualifying techniques

.648

Lead management skills

.642

On-site sales techniques

.597

Brand building techniques

.579

PreShow

Special advertising opportunity

.738

Sponsorship opportunities

.732

Pre-show promotion

.664

Historical attendees profiles

.614

Component
At/Post Show
Show
Info.

Booth design/display

.756

Follow-up on customer leads

.737

Meet and greet skills

.610

Show logistics and rules

.780

General show information

.652

Exposition facility

.594

Strategies for different cultures

.588

Staff
Mgnt.

Schedule/hire staff

.748

Booth staff training

.680

Show
Plann.

Show objectives setting

.721

Show budgeting

.549

Note. Principal component analysis was used as the extraction method. Rotation Method used in this
analysis was Varimax with Kaiser Normalization.
“ Rotation converged in 11 iterations.
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Table 19
Reliability of Components
Component

Alpha

Sales Strategy

.801

Pre-show Promotion

726

At/Post show Promotion

.732

Show Information

.661

Booth Staff Management

.632

Show Planning

.495

The component o f show planning had a relatively low alpha value. Although the
alpha for show planning was lower than 0.5, this study accepted the component as a
measurement since the value of 0.495 is close to 0.5.
The research hypotheses were tested using the six components from the factor
analysis. Each component was analyzed separately. Accordingly, the original research
hypotheses were refined by the components and presented as they were tested.
Level o f Knowledge and Past Tradeshow Experience

The first hypothesis was built to examine the effect that exhibitors’ past
tradeshow exhibition experience had on the level of knowledge of training issues. Based
upon the results of the factor analysis, the first research hypothesis was refined as
fo llo w in g s .

a) Hlao: There is no significant difference in the level o f knowledge of sales strategy
by exhibitors’ past tradeshow experience.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

52
HI ai: There is significant difference in the level of knowledge of sales strategy by
exhibitors’ past tradeshow experience.
b) Hlbo: There is no significant difference in the level of knowledge of pre-show

promotion by exhibitors’ past tradeshow experience.
H lbi: There is significant difference in the level of knowledge of pre-show
promotion by exhibitors’ past tradeshow experience.
c) HI Co: There is no significant difference in the level of knowledge of at/post show
promotion by exhibitors’ past tradeshow experience.
H lci: There is significant difference in the level of knowledge of at/post show
promotion by exhibitors’ past tradeshow experience.
d) HI do: There is no significant difference in the level of knowledge of show
information by exhibitors’ past tradeshow experience.
Hldi: There is significant difference in the level of knowledge of show
information by exhibitors’ past tradeshow experience.
e) H leo: There is no significant difference in the level of knowledge of booth staff
management by exhibitors’ past tradeshow experience.
H lei: There is significant difference in the level of knowledge of booth staff
management by exhibitors’ past tradeshow experience.
f) Hlfo: There is no significant difference in the level of knowledge of show
planning by exhibitors’ past tradeshow experience.
H lfi: There is significant difference in the level of knowledge of show planning
by exhibitors’ past tradeshow experience.
The hypotheses were tested by using ANOVA. The analysis indicated that there
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was significant difference in the level of knowledge of five components among the
experience groups at a=0.05 level of significance. The five components were sales
strategy, at/post show promotion, show information, booth staff management, and show
planning (see Table 20). The results rejected Hlao, HIcq, Hide, Hleo, and Hlfo.

Table 20
Level o f Knowledge of Six Components by Tradeshow Experience
Mean
df

Less than
3 years

3-6 years

Over
6 years

F

Sales Strategy

2

17.5616

18.4237

19.9878

7.131

.001**

Pre-show Promotion

2

12.0541

12.9091

13.5316

2.832

.061

At/Post show Promotion

2

12.1918

12.6833

13.2558

4.877

.008**

Show Information

2

12.9444

13.7833

14.4941

4.096

.018*

Booth Staff Management

2

6.8919

7.9310

8.0465

7.383

.001**

Show Planning

2

6.5556

7.6949

8.1279

16.271

.000***

Component

P

Note. *p< .05. **p< .01. ***p< .001.

Level o f Knowledge and Cultural Background

The second research hypothesis was tested to examine if the level of knowledge
of training issues was influenced by exhibitors’ cultural background. Based upon the
resu lts o f th e fa cto r a n a ly s is , th e first r esea rch h y p o th e s is w a s r e fin ed as fo llo w in g s .

a) H2ao: There is no significant difference in the level of knowledge of sales strategy
by exhibitors’ cultural background.
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H2ai: There is significant difference in the level of knowledge of sales strategy by
exhibitors’ cultural background.
b) H2bo: There is no significant difference in the level of knowledge of pre-show
promotion by exhibitors’ cultural background.
H2bi; There is significant difference in the level of knowledge of pre-show
promotion by exhibitors’ cultural background.
c) H2co: There is no significant difference in the level of knowledge of at/post show
promotion by exhibitors’ cultural background.
H2ci: There is significant difference in the level of knowledge of at/post show
promotion by exhibitors’ cultural background.
d) H2do: There is no significant difference in the level of knowledge of show
information by exhibitors’ cultural background.
H2di: There is significant difference in the level of knowledge of show
information by exhibitors’ cultural background.
e) H2eo: There is no significant difference in the level of knowledge of booth staff
management by exhibitors’ cultural background.
H2ci: There is significant difference in the level of knowledge of booth staff
management by exhibitors’ cultural background.
f) H2fo: There is no significant difference in the level o f knowledge of show
planning by exhibitors’ cultural background.
H2fi: There is significant difference in the level of knowledge of show planning
by exhibitors’ cultural background.
The analysis indicated that there was significant difference in the level of
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knowledge of one component of at/post show promotion between the cultural groups at
a=0.05. There was no significant difference in the level of knowledge of the other five
components (see Table 21). The results rejected H2cq.

Table 21
Level of Knowledge of Six Components by Cultural Background
Mean
Component

df

American

Non-American

F

P

Sales Strategy

1

18.9249

18.0541

1.335

0.249

Pre-show Promotion

1

12.8909

12.4474

0.409

0.523

At/Post show Promotion

1

12.9322

11.9211

6.827

0.010*

Show Information

1

13.7670

13.4865

0.206

0.651

Booth Staff Management

1

7.7175

7.2105

1.865

0.173

Show Planning

1

7.5600

6.9211

3.821

0.052

Note. *p< .05.

Perceived Importance and Past Experience

The third research hypothesis was tested to observe the affect that exhibitors’ past
tradeshow exhibition experience had on the perceived importance of training issues.
Based upon the results o f the factor analysis, the first research hypothesis were refined as
followings.
a) H3ao: There is no significant difference in the perceived importance of sales
strategy by exhibitors’ past tradeshow experience.
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H3ai; There is significant difference in the perceived importance of sales strategy
by exhibitors’ past tradeshow experience.
b) H3bo: There is no significant difference in the perceived importance of pre-show
promotion by exhibitors’ past tradeshow experience.
H3bi: There is significant difference in the perceived importance of pre-show
promotion by exhibitors’ past tradeshow experience.
c) H3co: There is no significant difference in the perceived importance of at/post
show promotion by exhibitors’ past tradeshow experience.
H3ci: There is significant difference in the perceived importance of at/post show
promotion by exhibitors’ past tradeshow experience.
d) H3do: There is no significant difference in the perceived importance of show
information by exhibitors’ past tradeshow experience.
H3d| : There is significant difference in the perceived importance of show
information by exhibitors’ past tradeshow experience.
e) H3eo: There is no significant difference in the perceived importance of booth staff
management by exhibitors’ past tradeshow experience.
H3ei: There is significant difference in the perceived importance of booth staff
management by exhibitors’ past tradeshow experience.
f) H3fo: There is no significant difference in the perceived importance of show
planning by exhibitors’ past tradeshow experience.
H3fi : There is significant difference in the perceived importance of show
planning by exhibitors’ past tradeshow experience.
The analysis indicated that there was no significant difference in the perceived
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importance of all o f the six components among the experience groups at a=0.05 (see
Table 22). The results failed to reject H3ao,H3bo, H3co, H3do, H3co, and H3fo.

Table 22
Perceived Importance o f Six Components by Tradeshow Experience
Mean
df

Less than
3 years

3-6 years

Over
6years

F

P

Sales Strategy

2

19.3768

20.1695

20.5783

2.042

0.132

Pre-show Promotion

2

14.3944

13.9107

14.1481

0.336

0.715

At/Post show Promotion

2

13.1667

13.8000

13.8118

2.905

0.057

Show Information

2

14.3750

14.7167

14.1026

0.650

0.523

Booth Staff Management

2

8.0137

8.2034

8.1529

0.197

0.821

Show Planning

2

8.0822

8.5085

8.4405

1.490

0.228

Component

Perceived Importance and Cultural Background

The fourth research hypothesis was tested to examine if the perceived importance
of training issues was influenced by exhibitors’ cultural background. Based upon the
results of the factor analysis, the first research hypothesis were refined as followings,
a) H4ao: There is no significant difference in the perceived importance of sales
strategy by exhibitors’ cultural background
H4ai: There is significant difference in the perceived importance of sales strategy
by exhibitors’ cultural background.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

58

b) H4bo: There is no significant difference in the perceived importance of pre-show
promotion by exhibitors’ cultural background.
H4bi: There is significant difference in the perceived importance of pre-show
promotion by exhibitors’ cultural background.
c) H4co: There is no significant difference in the perceived importance of at/post
show promotion by exhibitors’ cultural background.
H4ci: There is significant difference in the perceived importance of at/post show
promotion by exhibitors’ cultural background.
d) H4do: There is no significant difference in the perceived importance of show
information by exhibitors’ cultural background.
H4di: There is significant difference in the perceived importance of show
information by exhibitors’ cultural background.
e) H4eo: There is no significant difference in the perceived importance of booth staff
management by exhibitors’ cultural background.
H4ei: There is significant difference in the perceived importance of booth staff
management by exhibitors’ cultural background.
f) H4fo: There is no significant difference in the perceived importance of show
planning by exhibitors’ cultural background.
H4fi: There is significant difference in the perceived importance of show
planning by exhibitors’ cultural background.
The analysis indicated that there was significant difference in the perceived
importance o f two components between the cultural groups at a=0.05 (see Table 23). The
two components were sales strategy and at/post show promotion. The results rejected
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H4ao and H4co.

Table 23
Perceived Importance o f Six Components by Cultural Background
Mean
Component

df

American

Non-American

F

P

Sales Strategy

1

20.3509

18.9167

4.869

0.028*

Pre-show Promotion

1

14.2156

14.0000

0.132

0.717

At/Post show Promotion

1

13.7886

13.0263

5.467

0.020*

Show Information

1

14.3095

14.3514

0.005

0.941

Booth Staff Management

1

8.2229

7.7895

1.766

0.185

Show Planning

1

8.3391

8.0526

1.040

0.309

Note. *p< .05.

Correlation Between Level o f Knowledge and Perceived Importance

The fifth research hypothesis was tested to examine the correlation between the
level of knowledge and perceived importance of training issues using linear regression.
Based upon the results of the factor analysis, the first research hypothesis were refined as
followings.
a) H5ao: The level o f knowledge of sales strategy does not influence the perceived
importance of sales strategy.
H5ai: The level of knowledge of sales strategy influences the perceived
importance of sales strategy.
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b) H5bo: The level o f knowledge of pre-show promotion does not influence the
perceived importance of pre-show promotion.
H5bi: The level of knowledge o f pre-show promotion influences the perceived
importance of pre-show promotion.
c) H5 cq: The level o f knowledge of at/post show promotion does not influence the
perceived importance of at/post show promotion.
H5ci: The level o f knowledge o f at/post show promotion influences the perceived
importance o f at/post show promotion.
d) H5do: The level o f knowledge show information does not influence the perceived
importance of show information.
H5di: The level of knowledge of booth staff management influences the
perceived importance of show information.
e) H5eo: The level of knowledge o f booth staff management does not influence the
perceived importance of booth staff management.
H5ei: The level o f knowledge of booth staff management influences the perceived
importance of booth staff management.
f) H5fo: The level o f knowledge of show planning does not influence the perceived
importance o f show planning.
H5fi: The level of knowledge of show planning influences the perceived
importance of show planning.
The six linear regression models were designed with the perceived importance of
the six components as the dependent variables and the level of knowledge of the six
components as the independent variables. Although

values were relatively low, the
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level o f knowledge and the perceived importance were significantly positively correlated
for all of the six components at a=0.05 level of significance (see Table 24). The results
rejected H5ao, H5bo, H5co, H5do, H5eo, and H5fo.

Table 24
Relationship Between Level of Knowledge and Perceived Importance
Variable

B

SEB

P

Sales Strategy

.595

.045

.672***

.452

Pre-show Promotion

.532

.046

.623***

.389

At/Post show Promotion

.584

.041

.686***

.471

Show Information

.570

.049

.620***

.385

Booth Staff Management

.459

.050

.523***

.273

Show Planning

.435

.048

.517***

.268

Note. ***p< .001.

Conclusion
This chapter presented the results of analyzing data collected for this study and
described key findings o f the results. Four hypotheses were tested to determine whether
differences existed in the level of knowledge and the perceived importance o f each
component among experience groups and between cultural groups. Also, the correlation
between the level of knowledge and the perceived importance of each component were
examined.
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CHAPTER V

DICUSSION AND IMPLICATIONS
This chapter includes discussion and implications made from the analysis o f the
data colleeted. Major findings of this study are listed and possible explanations of the
findings are also provided. Implications for management are discussed.
Recommendations for future research are also discussed along with the limitations o f this
study.

Discussion of Results
Training Experience, Time, and Method

The majority of exhibitors at the G2E show had not been provided any type of
training programs. Approximately 40% of the respondents had been trained by their
companies and only about 15% had been provided training programs by the show
management. The percentage of respondents who had training sessions provided by the
company was higher in exhibitors in the non-American culture group, while the
percentage of having training sessions provided by the show management was higher in
exhibitors in the American culture group than in those with non-American cultural
background.
Exhibitors mostly preferred training sessions one to three months before the show.
It appears that exhibitors want to be prepared in advance. Exhibitors seem to understand
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that an exhibition is not a just three-day event, but a great sales opportunity that should be
planned ahead of time. Interestingly, some exhibitors in the American culture group
reported that they wanted to have training sessions at least more than once before the
show. They preferred attending training sessions right before the show (at the show or
one to seven days before the show) as well as one to six months before the show.
Approximately 33% of the respondents selected lecture as a preferred training
method. Exhibitors also considered written materials and CD-ROM desirable training
methods. Almost 25% o f the respondents selected two or more methods. They usually
wanted to have written materials along with other training methods such as CD-ROM and
lecture.
Exhibitors in the non-American culture group preferred the internet-based
education more than exhibitors in the American culture group. Most o f the exhibitors
with non-American cultural background came from other geographic regions than
America to attend the show. Perhaps due to geographic barrier, non-American exhibitors
seem to prefer Internet-based education, for which they always have access even from the
relatively longer distance.
Level o f Knowledge and Perceived Importance o f Training Issues

It was found that respondents have perceived the importance of the topics toward
training regardless o f their knowledge level. Even though they were not very
knowledgeable of a topic, they noticed it was important to know. Furthermore, as they
became more knowledgeable of the topics, the degree of importance increased.
Therefore, training content should be focused more on topics which exhibitors are less
knowledgeable of.
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When compared with past tradeshow experience, the results indicated significant
difference in the level o f knowledge of five components: sales strategy, at/post show
promotion, show information, booth staff management, and show planning. The level of
knowledge mean scores were higher for exhibitors who had three to six years or more
than six years of experience than those who had less than three years of tradeshow
experience. In terms o f the perceived importance, there was no significant difference
found in all of the six components. All of the six components had high mean scores in
relation to the perceived importance. Therefore, it can be assumed that exhibitors think
all of the components as important for their tradeshow performance regardless of their
previous experience.
When compared by cultural background, there was significant difference in the
level o f knowledge of one component: at/post show promotion. It appears that exhibitors
in the non-American culture group are less knowledgeable about at/post show promotion
than those in the American culture group. Exhibitors having cultural backgrounds other
than American might not be good at attracting attendees at tradeshows when the
attendees are mostly firom American culture. It is also possible that the non-Ameriean
exhibitors do not understand booth design and/or product display which better appeal to
American attendees. However, respondents in the non-American culture group reported
significantly lower perceived importance of at/post show promotion even though they
were less knowledgeable than those in the American culture group. It can be assumed
that those in the non-American culture group misunderstood the importance of at/post
show promotion.
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In short, less experienced exhibitors seem to have greater training needs in sales
strategy (closing sales, qualifying buyers, leads management, on-site sales, and brand
building), at/post show promotion (booth design and product display, meet and greet
customers, and follow-up on customer leads), show information (show logistics and rules,
general show information, exposition facility, and marketing strategies for different
cultures), booth staff management (hire and schedule staff and train booth staff), and
show planning strategy (set show objectives and budget). Exhibitors in the non-American
culture group seem to have greater training needs in at/post show promotion (booth
design and product display, meet and greet customers, and follow-up on customer leads).

Implications for Management
The results of this study revealed that few exhibitors had experience of having
training sessions conducted by show management. It can be assumed that most of show
management do not provide training programs for exhibitors and/or show management
does not effectively promote its exhibitor training programs to exhibitors. Show
managers could increase their booth revenue and build better relationship with exhibitors
through training programs (Skolnik, 1995). Therefore, show management should provide
training programs for exhibitors if it does not currently have any training sessions for
exhibitors. If show management does have training programs for exhibitors, it needs to
market its training program more effectively to have more exhibitors attend the training
sessions.
When providing training sessions to exhibitors, the show management should
consider appropriate times and methods of the training programs. Exhibitors prefer to
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have training sessions one to three months before the show. They want the training
sessions to be in lecture or written format. Exhibitors in the non-American culture group
preferred Internet-based education.
The findings of this study suggested that the content of training programs should
reflect exhibitors’ knowledge level of exhibiting skills. Associations or show managers
may be able to understand individual exhibitors’ knowledge level by conducting a survey
for exhibitors asking the degree of understanding exhibiting issues. Then, show
management may consider providing training sessions in different education levels such
as beginning, intermediate, and advanced according to exhibitors’ knowledge level. The
survey design and questioimaire developed in this study can be successfully applied in
the contexts in the attempt to better understand the appropriate content of exhibitors
training programs.
The findings o f this study also showed that the level of knowledge of some
training issues differed depending upon exhibitors’ prior experience and cultural
background. Inexperienced exhibitors were usually less knowledgeable of tradeshow
exhibition. This study found there were a large number of exhibitors with less than two
years of tradeshow exhibition experience. Therefore, training programs should be
customized to these less experienced exhibitors.
Exhibitors in the non-American culture group had less knowledge in creating
attractive booth design and display, meeting and greeting customers coming to their
booth, and following-up on customer leads. Training programs should be tailored to these
exhibitors as well. Providing selected sessions for international exhibitors would help
exhibitors from other countries or cultures be more successful at tradeshows. Show
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management may also have exhibitor manuals in different languages for international
exhibitors.
Appropriately conducted and administered exhibitors training programs help
exhibitors be more successful in tradeshows and assist show management in creating
better alliances with exhibitors (Friedmann, 1999, 2004). Providing training sessions for
exhibitors would make the tradeshow more valuable.

Limitations of the Study and Recommendations for Future Research
The population o f interest for this study were exhibitors of the Global Gaming
Expo (G2E). This limits the ability to generalize the findings of this study to the entire
tradeshow industry. A majority of the respondents were male (73.4%) and only 16.6% of
the respondents were in the non-American culture group. Female respondents had
different preferences on the time, methods, and content o f training. This also limits the
generalizability of the study. Future research can address both o f these issues by
conducting the survey with exhibitors of several other tradeshows. This would allow for
greater gender and cultural disparity in the participants.
A second limitation is that this study did not address the language issues of
international exhibitors. The survey was developed only in English. Although the
questionnaire was reviewed by international students whose primary language was not
English, there were some respondents who did not understand the English questionnaire.
This situation could have lead to response bias. Future research could develop the
questionnaire in several different languages and/or have the survey be administered by
individuals with ability to speak various languages for eliminating this issue.
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The third limitation to this study was the distractive and time-limited environment
of the tradeshow. Since exhibitors had to meet a large number of current and potential
customers in a short period of time, they had limited time to complete the survey. Even
when they were filling out the survey, it was hard for them to concentrate on the
questionnaire due to the attendees passing by or coming to their booths. This could lead
exhibitors to fill out the survey without carefully thinking about the questions. This can
be addressed by conducting the survey before the show opening time when exhibitors are
not busy with customers.

Conclusion
The results o f this study suggested that show management should provide training
programs which are tailored to exhibitors who have different characteristics. Providing
appropriate training programs can be a competitive advantage for show management.
Further research could have more valuable and reliable results by eliminating limitations
stated in this study.
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October, 2004
Dear Exhibitors,
My name is YongHee Kim and I am a graduate student at the William F. Harrah College of
Hotel Administration at the University of Nevada, Las Vegas (UNLV). The following survey is
a part of a research study designed to examine the training needs of exhibitors for improving
their performance at a trade show. The results of this study will help the exhibition industry
advance the understanding o f exhibitors’ training needs and conduct more productive training
programs for exhibitors. That will eventually assist you, an exhibitor, in improving your
exhibiting performance in trade shows.
Your participation in this study is entirely voluntary and you may withdraw from the study
at any time. Your individual responses will be kept completely confidential. Results from this
study will be kept for a minimum of three years in accordance with UNLV Office for the
Protection of Human Subjects.
This survey will take approximately 5-6 minutes of your time to complete. If you have any
concerns about the confidentiality of the process or questions in general, please discuss your
concerns with me. When you have completed the survey, please return it to Booth# 1238,
UNLV/Harrah Hotel College on the 1** floor of the exhibit hall. I will also check back to
collect surveys throughout the day.
Thank you in advance for participating in this study. I qipreciate your time and cooperation. If
you have any questions regarding this study, please contact me or my thesis chair. Dr. Gail
Sammons, If you have questions about the right of research subjects, please contact the UNLV
Office for the Protection of Research Subjects at 702-895-2794.
Sincerely,
YongHee Kim
Graduate Student
702-325-9461
kimyl 3@unlv.nevada.edu

Gail Sammons, Ph.D.
Associate Professor
702-895-4462
sammons@ccmail.nevada.edu
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Section 1
INSTRUCTIONS:
Please review each of the 25 training topics listed below. First, please indicate your LEVEL OF
KNOWI.EDGE of each topic. Second, please indicate how IMPORTANT you think each training topic is for
exhibitors and their staff to maximize their experience at a trade show.

LEVEL o r
KNOWLEDGE
TRAINING TOPICS

No.

IMPORTANCE

l»No knowledge
2=Poor
3®Fair
4=Good
5=Very good

l=Not at all important
2=Not so important
3="Neutral
4=Importamt
5=Very important

1

2

3

4

S

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

4 Prepare accurate stow budgets

1

2

3

4

5

1

2

3

4

5

5 Create effective pre-show promotional ^Mcgies

1

2

3

4

5

1

2

3

4

5

6 Select the right spomomhip opportunities

1

2

3

4

5

1

2

3

4

5

7 Understand exhibit marketing strategies for different cultures

1

2

3

4

5

1

2

3

4

5

8 Understand show logistics and rules

1

2

3

4

5

1

2

3

4

5

9 Tour exposition facility

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

ti Recognize industry trends

1

2

3

4

5

1

2

3

4

5

12 Review historical attendees profiles

1

2

3

4

5

1

2

3

4

5

13 Know special advertising opportunity at the stow

1

2

3

4

5

1

2

3

4

5

14 Create attractive booth desigi/display

1

2

3

4

5

1

2

3

4

5

1 Set realistic and measurable show objectives
Schedule/hircbooth staff
2
(tairtte of staff, tearabtâîding, temxHaiy staff selecticm. etc.)
Train booth staff to ertonce performance
3
(training methods, timing, etc.)

10

Obtain general stow information
(transportation, housing, shipping, etc.)

IS Appropriate booth etiquette (Do’s and Don’ts)

1

2

3

4

5

I

2

3

4

5

16 Meet and greet skills

1

2

3

4

5

1

2

3

4

5

17 C^lify buyers

1

2

3

4

5

1

2

3

4

5

18 Understand more effective literatore^promolional giveaways

1

2

3

4

5

1

2

3

4

5

19 Use live demonstrations/presentation effectively

1

2

3

4

5

1

2

3

4

5

20 Enhance m-sitc sales techniques

1

2

3

4

5

1

2

3

4

5

21 Enhance brand building techniques

1

2

3

4

5

1

2

3

4

5

22 Enhance closing techniques

1

2

3

4

5

1

2

3

4

5

Enhance lead management skills
23
(effective lead fomB, leads counting, etc.)

1

2

3

4

5

1

2

3

4

5

24 Follow-up on customer leads

I

2

3

4

5

1

2

3

4

5

25 Measure performance at the stow

I

2

3

4

5

1

2

3

4

5

Please turn over this page to continue survey.
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Section 2
INSTRUCTIONS; Please check the appropriate box or write your answers for each item.
C ity_______ ____ Country_______________________

1. Where is your company headquarters?
2. What is your gender?

□ Male

3. What is your home country?

D Female

____________________________ ____

4. Which cultural category do you most closely identify with?
D American

D Asian/Pacific Islander

□ European

□ Other (please specify)

__________ __________

D Latin
5.

In your opinion, when is the best time to provide exhibitor braining for a trade show?
D At the show

6.

□ 6 months to t year before the show

□ I to 3 months before the show

□

Over 1 year before the show

□ 3 to 6 months before the show

□

Other (please specify)___________ _______________

What format do you primarily prcfo* for exhibitor training?
□ CD-Rom

□ Written material (e.g. Booklets, checklists, etc.)

D Video

n Internet based education

O Audio

□ Lecture (workshops)
□ Other (please specify)

___ _____ _

7. How many years did you work in the trade show exhibition industry?

O Less than I year

D 2 years

D 3 years

□ 5 years

□ 6 years

D Over 7 yemra

D 4 years

8. What is your current job status?

9

Q Full time employee

□ Temporary staff hired locally

□ Part time employee

□ Other (please specify)

_

Have you ever had a training session provided by your company o f essential exhibit skills?
O Yes

D No

10. Have you ever had a training session provided by trade show management of essential exhibit skills?

OVcs

ONo

Thank you for completing the survey.
Please return this to Booth # 1238 (UNLV/Harrah Hotel College) on the 1** floor of the exhibit hall.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

REFERENCES
Axelsom, B. (1999). Tradeshows gain larger share of marketing budget: Computers help
make manufacturing top category. Business Marketing, S14. Retrieved April 23,
2004, from http://rdsweb2.rdsinc.com/texis/rds/suite/
Bonoma, T. V. (1983). Get more out of your tradeshows: An analytic approach to
measuring tradeshow effectiveness that condisers selling and nonselling factors.
Harvard Business Review, 61{\), 75-64.

Brown, J. (2002). Training needs assessment: A must for developing and effective
training program. Public Personnel Management, 3/(4), 569-578.
Center for Exhibition Industry Research. (2004). Decision makers prefer exhibitions
(Item code PE 1.03). Bethesda, MD: Author.
Center for Exhibition Industry Research. (2000). Exhibitions attract untapped market o f
visitors with buying authority (Item code ACRR 1130). Bethesda, MD: Author.

Charles, K. (2000). Customer education gives you a competitive edge. Selling, 14.
Christman, C. (1991). The complete handbook o f profitable tradeshow exhibiting.
Englewood Cliffs, NJ: Prentice Flail.
Clement, R. W. (1978). An empirical test of the hierarchy theory of training evaluation.
Unpublished doctoral thesis, Michigan State University.
Comrey, L. A. and Lee, H. B. (1992). A first course in factor analysis (2"*^ ed.). Hillsdale,
NJ: Erlbaum Associates.

76

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

77
Connell, B., Chatfield-Taylor, C., & Collins, M. C. (Eds.). (2002). Professional meeting
management. Chicago, IE: Professional Convention Management Association

Education Foundation.
Convention Industry Council (2004). Glossary: APEX industry glossary. Retrieved
August 20, 2004 from http://glossary.conventionindustry.org/showlink.asp
Dallmeyer, R. F. (1996). Turning leads into sales (Item code SM21 A). Bethesda, MD:
Center for Exhibition Industry Research.
Dekimpte, M. G.,Francois, P., Gopalakrishna, S., Lilien, G.L., & Bulte, C. V. (1997).
Generalizing about tradeshow effectiveness: A cross-national comparison.
Journal o f Marketing, 61, 55-64.

DiLauro, T. J. (1979). Training needs assessment: Current practices an new directions.
Public Personnel Management, 8(6), 350-360.

Drucker, P. F. (1993). Managing fo r results New York, NY: HarperBusiness
Feldman, D. C. (1989). Socialization, resocialization, and training: Reframing the
research agenda. In Goldsein, I. L. (Ed.), Training and development in
organizations (pp. 376-416). San Francisco, CA: Jossey-Bass.

Ford, J. K., Noe, R. A. (1987). Self-assessed training needs: the effects of attitudes
toward training, managerial level, and functions. Personnel Psychology, 15(5),
405-422.
Friedmann, S. (1996, October). The four commandments of effective exhibitor training.
Convene, 37.

Friedmann, S. (1999, May). Building exhibitor relationships: Keep your eye on the long
term. Convene, 21-22.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

78
Friedmann, S. (2004a, February). Survey reveals most exhibitor staff training is hit or
miss. Convene, 23-24.
Friedmann, S. (2004b, March). Trained for success. Convene, 25-26.
Gebbie, K. M. (1999). The public health workforce: Key to public health infrastructure.
American Journal o f Public Health, 89(5), 660-661.
Generating sales from tradeshows. (n.d.). Retrieved August 5, 2004, from

http://www.Allbusiness.com/articles/content/298.asp
Geomatics training in cross-cultural environments, (n.d.). Retrieved August 12, 2004,
from http://www.ccrs.nrcan.gc.ca/ccrs/leam/tutorials/geotraining/intro_e.html
Goldstein, I. L. (1980). Training in work organizations. Annual Review o f Psychology,
31, 229-272.

Gopalakrishna, S. & Lilien, G. L. (1995). A three-stage model of industrial tradeshow
performance. Marketing Science, 14(\), 22-42.
Grau-Gumbau, R., Agut-Nieto, S., Lorens-Gumbau, s., & Martinez-Martines, I. N.
(2002). Managerial training needs: Astudy of Spanish tourism organizations.
Tourism & Hospitality Research, 3(3), 234-244.

Hair, J. F., Anderson, R. E. Tatham, R.L., & Black, W. (1998). Multivariate analysis.
Upper Saddle River, NJ: Prentice Hall.
Hofstede, G. (1991). Cultures and organizations; Software o f the mind. New York, NY:
McGraw-Hill.
Holton III, E. F. (2000). Large-scale performance-driven training needs assessment.
Public Personnel Management, 29(2), 249-267.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

79
Honebein, P. (1997). Strategies fo r effective customer education. Lincolnwood, IL: NTC
Business Books.
Hultsman, W. (2001). From the eyes of an exhibitor: Characteristics that make
exhibitions a success for all stakeholders. Journal o f Convention & Exhibition
Management, 3(3), 27-44.

Jonassen, D. H., Tessmer, M., & Hannum, W. H. (1999). Task analysis methods fo r
instructional design. Mahwah, NJ: Lawrence Erlbaum Associates, INC.

Kerin, R. A. & Cron, W. L. (1987). Assessing tradeshow functions and performance: An
exploratory study. Journal o f Marketing, 5/(3), 87-94.
Kem, G. (1990, March). Exhibitor training: Whose responsibility is it? EXPO Magazine,
2(2), 40-43.
Kirkpatrick, D. L. (1967). Evaluation of training. In R. L. Craig & L. R. Bittel (Eds.),
Training and development handbook: A guide to human resource development

(pp. 87-112). New York, NY: McGraw -H ill
Latham, G. P. (1988). Human resource training and development. Annual Review o f
Psychology, 39, 545-582.

Legare, T. L. (1999). Defining training roles and responsibilities at partners healthcare
system. National Productivity Review, 19(1), 5-12.
Levinson, J. C., Smith, Mark S. A., & Wilson, O. R. (1997). Guerrilla tradeshow selling:
New unconventional weapons and tactics to meet more people, get more leads,
and close more sales. New York, NY: John Wiley & Sons, Inc.

McClelland S. B. (1994a). Training needs assessment data-gathering methods: Parti,
survey questioimaires. Journal o f European Industrial Training, 18(\), 22-26.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

80
McClelland S. B. (1994b). Training needs assessment data-gathering methods: Part2,
individual interviews. Journal o f European Industrial Training, 18(2), 27-31.
McClelland S. B. (1994c). Training needs assessment data-gathering methods: Part3,
focus groups. Journal o f European Industrial Training, 18(3), 29-32.
McClelland S. B. (1994d). Training needs assessment data-gathering methods: Part4, on
site observations. Journal o f European Industrial Training, 18(5), 4-7.
McEnergy, J. McEnergy, J. M. (1987). Self-rating in management training needs
assessment: A neglected opportunity. Journal o f Occupational Psychology, 60.
49-60.
McGehee, W., & Thayer, P. W. (1961). Training in business and industry. New York,
NY: Wiley.
Miller, S. (1997). The ABC's of exhibitor education. EXPO Magazine, 9(10), 78-79.
Miller, S. (1999). How to get the most out o f tradeshows (3rd ed.). Chicago, IL: NTC
Business Books.
Miller, S. (2004, June). The guru reports: Where value is clear, the decision is easy.
Convene, 19-20.

Morrow, S. L. (1997). The art o f the show: An introduction to the study o f exposition
management. Dallas, TX: lAEM Foundation.

Noe, R. A. (1986). Trainees' attributes and attitudes: Neglected influences on training
effectiveness. Academy o f Management Review, 11(A), 736-749.
Nunnally, J. C. (1978). Psychometric theory (2"^* ed.). New York, NY: McGraw-Hill.
Patton, W. D., Pratt, C. (2002). Assessing the training needs of high-potential managers.
Public Personnel Management 31(A), 465-484.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

81
Potter, M. A., Pistella, C. L., Fertman, C. I., & Dato, V. M. (2000). Needs assessment and
a model agenda for training the public health workforce. American Journal o f
Public Health. P0(8), 1294-1296.

Roberson, L., Kulik, C. T., Pepper, M. B. (2001). Designing effective diversity training:
Influence o f group composition and trainee experience. Journal o f Organizational
Behavior, 22, 871-885.

Sammons, G. (2000). Technology: How hospitality sales managers use and view it.
Journal o f Convention & Exhibition Management, 2(2/3). 83-13.

Shadel, B. N., Chen, J.J., Newkirk, R.W., Lawrence, S. J., Clements, B., & Evans, R. G.
(2001). Bioterrorism risk perceptions and educational needs of public health
professionals before and after September 11, 2001: A national needs assessment
survey. Journal o f Public Health Management & Practice, 10(A), 282-189.
Shipley, D., Egan, C., & Wong, K. S. (1993). Dimensions of tradeshow exhibiting
management Journal o f Marketing Management, 1993(9), 55-63.

Shoham, A. (1999). Performance in tradeshows and exhibitions: A synthesis and
directions for future research. Journal o f Global Marketing, 12(2), 41-57.
Skolnik, R. (1995, January). Exhibitor retention. EXPO Magazine, 7(1), 38-40.
Siskind, B. (2003). Planning fo r follow-up: Ahead o f time (Item code G403). Bethesda,
MD: Center for Exhibition Industry Research.
Swist, J. (2001). Conducting a training needs assessment. Retrieved April 15, 2004, from
http ://www.work911 .com/cgi-bin/links/jump.cgi?ID=5042
Tabachnick, B. G. & Fidell, L. S. (2001). Using multivariate statistics (4* ed.). Boston,
MA: Allyn and Bacon.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

82

Tannenbaum, S. I., & Yukl, G.. (1992). Training and development in work organizations.
Annual Review o f Psychology, 43, 399-441.

Tanner, J. F. (2002). Leveling the playing field: Factors influencing tradeshow success
for small companies. Industrial Marketing Management, 3 1 , 229-239.
Tanner, J. & Weilbaker, D. (2001). Boothmanship III: Company culture & booth
performance (Item code EC3). Bethesda, MD: Center for Exhibition Industry

Research.
Tobias S. (1987). Learner characteristics. In Gagne, R.M. (Ed.). Instructional technology:
foundations (pp. 207-232). Hillsdale, NJ:Erlbaum.

Tradeshow leader Carrie Freeman helps create company image. (1996, Fall). Baylor
Business Review, 14 (2), 2-5.

Tradeshow marketing: Tradeshow sales, a different ball game, (n.d.) Retrieved Ausust 3,
2004, from http://tenonline.org/art/mm/9602.html
Tradeshow week (2001, Feb. 12). TSW poll results: Most show managers can recapture
exhibitors that have left shows. Tradeshow Week, 31(7), 3.
Wexley, K. N. (1984). Personnel training. Annual Review o f Psychology, 35, 519-551.
Wexley, K. N., & Latham, G.. P. (2002). Developing and training human resources in
organizations. Upper Saddle River, NJ: Prentice Hall.

Woods, R. H. (2002). Managing hospitality human resources. (3"^^ ed.). Lansing, MI:
Educational Institute of the American Hotel & Lodging Association.
Zikmund, W. G. (2003). Business research method (7**' ed ). New York, NY: Dryden
Press.

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

VITA

Graduate College
University of Nevada, Las Vegas
YongHee Kim
Local Address:
2669 S. Decatur Blvd. #2102
Las Vegas, Nevada 89102
Home Address:
Garak Apt. #202-1601, Hadan-dong, Saha-gu
Busan, 604-020, Korea (Republic of,)
Degrees:
Bachelor of Arts, English Language and Literature, 2002
Pusan National University
Bachelor o f Arts, French Language and Literature, 2002
Pusan National University
Thesis Title: Identifying Training Needs of Tradeshow Exhibitors
Thesis Examination Committee:
Chairperson, Dr. Gail Sammons, Ph. D.
Committee Member, Dr. Curtis Love, Ph. D.
Committee Member, Dr. Brian Tyrrell, Ph. D.
Graduate Faculty Representative, Dr. Jack Schibrowsky, Ph. D.

83

R ep ro d u ced with p erm ission o f th e copyright ow ner. Further reproduction prohibited w ithout perm ission.

